This paper combines the pricing-to-market equation and the residual demand elasticity equation to measure the extent of competition in the export markets of ceramic tiles, which has been dominated by Italian and Spanish producers since the late eighties. The findings show that the tile exporters enjoyed substantial market power over the period 1988-1998, and limited evidence that the export market has become more competitive over time.
I. Introduction
Since the late 1980s the global production of exported ceramic tiles has been concentrated in two small and well-defined industrial districts, one in EmiliaRomagna (Italy) and another in Castellon de la Plana (Spain). In 1996 these two areas constituted above 60 percent of the world export value of glazed ceramic tiles, and in several countries these exports represented over 50 percent of national consumption. Furthermore, Italian and Spanish manufacturers exported more than 50 percent of their production while other major producers, such as China, Brazil and Indonesia, exported less than 10 percent.
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Although it is widely accepted that local competition is aggressive in the Italian and Spanish domestic markets, it is not clear how much competition there is between Italian and Spanish exporter groups in international markets. On one hand, market segmentation may have prevented the strong domestic competition apparent in domestic markets from occurring in export destinations. In addition, a leadership position of some producers might have allowed them to act as monopolists in some destinations. On the other hand, the increasing presence of both exporter groups in all exports markets may have eroded the market power of established exporters over time. As far as I know, this study is the first to estimate international mark-ups with data for two exporter groups that clearly dominate all the major import markets (a case of two-source-countries with multiple destinations).
To measure the extent of competition in the export markets of the tile industry, I propose a simple two-step approach. In the first step, I use the pricing-to-market equation (Knetter 1989) to estimate the marginal cost functions of both Italian and Spanish exporters. Indeed, this is a methodological contribution of the paper since previous research measuring market power in foreign markets has relied on crude proxies to measure the supply costs of the industry (such as wholesale price index or some input price indices). 1 In the case of this study, since Italian and Spanish producers are concentrated in the same area within each country, I can reasonably assume that firms in each exporter group face the same marginal cost function. In the second step, I identify which markets each exporter group had market power in, and the extent to which that market power was affected by the presence of other competitors, using the residual demand elasticity equation and the marginal cost estimates obtained in the first step.
My findings show that the tile exporters enjoyed substantial market power over the period [1988] [1989] [1990] [1991] [1992] [1993] [1994] [1995] [1996] [1997] [1998] , with weak evidence that the export market has become more competitive over time. There is strong evidence of market segmentation and pricing-to-market effects in the export markets of tiles. In particular, exporters adjust mark-ups to stabilise import prices in the European destinations, while they apply a "constant" mark-up export price policy in non-European markets. This finding may be explained by greater price transparency of the European destinations, in line with what Gil-Pareja (2002) finds for other manufacturing sectors. The results using the residual demand elasticity equation show positive price-above-marginal
II. The ceramic tile market
Ceramic tiles are an end product that is produced by burning a mixture of certain non-metal minerals (mainly clay, kaolin, feldspars and quartz sand) at very high temperatures. Tiles have standardised sizes and shapes but have different physical qualities, especially in terms of surface hardness. Tiles are used as a building material for residential and non-residential construction with the nonresidential property being the primary source of demand.
Italy, the world leader, produced 572 million square metres in 1997, compared with only 200 million square metres in 1973. Over the same period exports rose from 30% to 70% of total production. Overall, Italy's tile industry accounts for 20% of global output and 50% of the world export market. The sources of comparative advantage in Italy in the seventies and eighties comes from a pool of specialised labour force, access to high quality materials and a superior technological capacity to develop specific machinery for the tile industry.
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Tile makers elsewhere are catching up with the Italians.
3 In 1987 Italy was clearly the largest producer and exporter of ceramic tiles in the world. Spanish production started competing against Italian producers in the late 1970s, although the technological and marketing superiority of Italian producers was very clear. In 1977 Spanish production was equivalent to one-third that of Italy. In 1987 Spain's production was only one half that of Italy, but by 1997 Spanish production was equivalent to 85% of Italian output. In the same year, exports represented 52% of total Spanish production. The success of Spanish producers may be attributed to the use of high quality clay and pigments to create a new market niche in large floor tiles, and to the control of marketing subsidiaries by manufacturing companies.
The abundant supply of basic materials, low labour costs and the sheer size of population are amongst the most important factors that led to the expansion of the ceramic tile industry in China, Brazil, Turkey and Indonesia. However, the expansion in production by developing countries is strongly orientated to their respective domestic markets. In 1996 China's production was slightly below that of Italy, but its exports were only 5% of total production, while Brazil, Indonesia and Turkey exported 14%, 12% and 11% of their output, respectively. Moreover the destination markets of developing countries are mainly neighbour countries, showing the difficulties of these countries to penetrate other destination markets.
There are two reasons why Italians and Spanish tile makers maintain their leadership position in the export markets. On the one hand, because of a superior own-developed engineering technology that allows Italian and Spanish producers to elaborate high-quality tiles compared to competitors in developing countries. The best example is the high-quality porcelain ceramic tile, a product in which Italian and Spanish exporters are the absolute world leaders. On the other hand, because of the innovative designs that differentiate the product from other competitors. High quality ceramic tiles with the logos "Made in Italy" and "Made in Spain" add value to what is basically cooked mud. Table 1 displays the distribution of the ceramic tile exports among the 19 largest destinations (accounting for 77% of world import market). Three features about these export markets are worth mentioning since they have important implications in the later empirical analysis. First, in almost all countries, imports represent more than 60% of total domestic consumption, and the import/consumption ratio is above 75% in the majority of cases. Second, in all but one market (Hong Kong), either Italy or Spain is the largest exporter, and in fourteen of the nineteen markets one of the two dominant exporting nations is also the second largest exporter. Furthermore, in all the destinations, the sum of Italian and Spanish products is above 50% of total imports and, in some cases, the ratio is above 95% (Greece, Israel and Portugal). Third, in almost every market, Italian and Spanish exporters face competition from a neighbouring exporter group. Germany has a notable market share in the Netherlands, Austria and Switzerland while Turkey has a significant presence in Greece and Saudi Arabia.
III. The theoretical framework
For a "normal" demand curve on an international market k in a particular period t, X kt = X kt (P kt , Z t ) , the supply of tiles by a profit-maximising monopolistic exporter selling to market k is given by the equilibrium output condition, where marginal revenue equals marginal cost, where P k is the product price FOB in source country's currency, ε k is the price elasticity of demand facing all firms in market k, and λ is the marginal cost of production (all at time t). As written, it states that price in source country's currency is a mark-up over marginal cost determined by the elasticity of demand in the destination market.
A. The pricing-to-market equation Knetter (1989 Knetter ( , 1993 showed that equation (1) can be approximated for crosssection time series data by
where J refers to source country (here, Italy or Spain), k refers to each of the destination markets and t refers to time. The export price to a specific market becomes a function of the bilateral exchange rate expressed as foreign currency units per domestic currency, e kt ; a destination-specific dummy variables, θ k , capturing time-invariant institutional features; and, a set of time dummies, λ t , that primarily reflects the variations in marginal costs of each exporter group. A random disturbance term, u kt , is added to account for unobservable factors by the researcher, or for measurement error in the dependent variable. Sullivan (1985) defined the conditions under which the use of industry-level data can be used to make inferences about the extent of market segmentation using equation (1) The advantage of the pricing-to-market (PTM) equation as an indicator of imperfect competition is its simplicity and clear interpretation. First, if θ k ≠ 0 the null hypothesis of perfect competition in the export industry is rejected since the exporter firm is able to fix different FOB prices for each destination; and, if β k ≠ 0 firms may adjust their mark-ups as demand elasticities vary with respect to its local currency price.
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A second advantage of the PTM equation is that it allows me to test for similarities in pricing behaviour between exporter groups in different sourcecountries by comparing the β coefficients across destinations.
A third advantage of using the PTM equation is that I can incorporate a variable that proxies time varying marginal costs for each exporter group, under the assumptions that it is common to all destination markets. This measure is precise when the elasticity of demand is constant so the mark-up is fixed over marginal cost. When the mark-up is sensitive to exchange rate changes and there is a correlation between shocks to the cost function and the exchange rates, changes in marginal costs will affect all prices equally so there is no idiosyncratic effect on prices, and the time effects will account for the impact of such shocks. In that case, even when the time effects obtained from the PTM equation are not the marginal costs exactly, "… there is no reason to think that they are biased measures of marginal cost, only noise ones" (Knetter 1989, p. 207). has no influence over at least one factor that changes the supply price; (ii) there is little variation in the perceived elasticity of demand and in the marginal costs across firms selling in the same destination market, and that (iii) no arbitrage opportunity exists across destinations. The three conditions are satisfied in the export markets of tiles. First, exchange rate variation is exogenous to the tile industry. Second, the cost of production differences across exporters are likely to be small since ceramic tiles are produced with a standard technology in a single region of each of the dominant exporting countries. Third, the physical characteristics of tiles make arbitrage highly unlikely.
Once the cost structure of the competitors is ascertained, we are able to measure the extent of competition in the export markets using the residual demand elasticity approach.
B. The residual demand elasticity equation
How exchange rate shocks are passed through to prices in itself reveals little about the nature of competition in product markets. Indeed, the interpretation of the PTM coefficients depends critically on the structure of the product market examined (Goldberg and Knetter 1997) . To assess the importance of market power in the export industry, I directly measure the elasticity of the residual demand curve of each exporter group.
The residual demand elasticity methodology was first developed by Baker and Bresnahan (1988) to avoid the complexity of estimating multiple cross-price and own-price demand elasticities in product differentiated markets. The residual demand elasticity approach has the advantage of summarising the degree of market power of one producer in a particular market in a single statistic. Recently, Goldberg and Knetter (1999) successfully applied a residual demand elasticity technique to measure the extent of competition of the German beer and U.S. kraft paper industries in international markets.
Consider two groups of exporters, Italians and Spaniards, selling in a particular foreign market (therefore we omit the subindex k). The inverse demand curve includes the export price of the other competitor and a vector of demand shifters,
where
where λ J reflects the variations in marginal costs of each exporter group, D´J is the partial derivative of the demand function with respect to X J and v J is a conduct parameter.
The estimation of the market power of each exporter group requires the estimation
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of the system of equations (3) and (4). A way to avoid estimating these equations simultaneously is to estimate the so-called residual demand equation. The approach does not estimate the individual cost, demand and conduct parameters, but it captures their joint impact on market power through the elasticity of the residual demand curve.
The first step in deriving the residual demand curve is to solve (3) and (4) simultaneously for the price and quantities of the rival exporter group,
P R* is a partial reduced form; the only endogenous variable on the right-hand side is X J . The dependence of P R* and X J arises because only the rivals' product has been solved out. By substituting P R* into (3), the residual demand for each exporter group (J = I or S) is obtained:
The residual demand curve has three observable arguments: the quantity produced by the exporter group, the rival exporter group cost shifters and demand shifters and one unobservable argument (the rivals' conduct parameters).
For each destination k, we can estimate a reduced form equation of the following general form:
Equation (7) is econometrically identified for each exporter group since cost shifters for each exporter group are excluded arguments in their own residual demand function. In each expression the only endogenous variable is the exported quantity X J . I can use both e J and λ J as instruments since both variables affect the exported supply of the exporter group in a particular destination independently of other exporter groups competing in the same destination market. Exchange rate shocks rotate the supply relation of the exporting group relative to other firms in the market, helping us to identify the residual demand elasticity. Baker and Breshanan (1988) review the cases in which the residual demand elasticity correctly measures the mark-up over marginal cost: Stackelberg leader case, dominant firm model with competitive fringe, perfect competition, and markets with extensive product differentiation. In other oligopoly models the equality
between the relative mark-up and the estimated residual demand elasticity breaks down. However, even in these cases, a steep residual demand curve is likely to be a valid indicator of high degree of market power. In the ceramic tile industry, the estimated residual demand elasticity may be a good approximation to the markups, since the industry is characterised by substantial product differentiation, and both source countries (especially Italy) have enjoyed a dominant position in the world market.
IV. Data, estimation and results

A. The data
The data consist of quarterly observations from 1988:I to 1998:I on the values and quantities of ceramic tiles exports (Combined Nomenclature Code 690890) from Spain and Italy to the largest market destinations. The prices of exports are measured using FOB unit values. As far as I am aware, no country produces bilateral export price series, which is probably the main justification for the use of unit value to measure bilateral export prices. The drawbacks of using unit values as an approximation for actual transaction prices are well known. The most serious problems are the excessive volatility of the series and the effect on prices of changes in product quality over time (Aw and Roberts 1988) . However, any purely random measurement error introduced by the use of unit values as a dependent variable will only serve to reduce the statistical significance of the estimates.
The analysis includes sixteen export destinations (60 percent of world import market): Germany, USA, France, United Kingdom, Greece, Hong-Kong, Belgium, Netherlands, Singapore, Australia, Israel, Austria, Portugal, Canada, South Africa and Switzerland. Spanish and Italian exports represented between 48 and 99 percent of total imports in each of these markets in 1996. 6 The destination-specific exchange rate data refer to the end-of-quarter and is expressed as units of the buyer's currency per unit of the seller's (unit of destination market currency per home currency).
As explained above, the exporter's marginal cost function for ceramic tiles is obtained directly from the estimation of the PTM equation. Demand for ceramic tiles in each destination market is captured by two variables: building construction and real private consumption expenditure. All the series in the empirical analysis are seasonally adjusted. An Appendix contains more details about the sources and construction of the variables for the interested reader.
B. Evidence of pricing-to-market effects
In order to assess the potential for price discriminating behaviour on the part of Italian and Spanish exporters, I start by comparing the response of export prices to exchange rate variations in each of the major destination markets. For a comparable export product, differences in prices across export markets can be attributable to market segmentation. If the null of perfect competition is rejected, price discrimination is possible so exporters may enjoy market power in those destinations.
Equation (2) is estimated by Zellner's Seemingly Unrelated Regression technique (Zellner 1962 ) to improve on efficiency by taking explicit account of the expected correlation between disturbance terms associated with separate crosssection equations. The model is estimated with two different exchange rate measures, the nominal exchange rate in foreign currency units per home currency, and the nominal exchange rate adjusted by the wholesale/producer price index in the destination market. The exchange rate adjustment is made, because the optimal export price should be neutral to changes in the nominal exchange rate that correspond to inflation in the destination markets. Estimated coefficients of the destination-specific dummy variables, θ k , reveal the average percentage difference in prices across markets during the sample period, conditional on other controls for destination-specific variation in those prices. In practice, only (N-1) separate values of θ k can be estimated in the presence of a full set of time effects. Consequently, I will normalise the model around West Germany, the world largest import market, and test whether the fixed effects for the other countries are significantly different from zero. Results for the two source-countries, Italy and Spain, are reported in Table 2 . For each destination the Table reports the estimates of the country effects θ k and the coefficient on the exchange rate β k .
Using either exchange rate measures, the destination specific effects are significantly different from zero in almost all the cases.
7 These results provide evidence against the hypothesis of perfect competition. Looking at the estimated *** , ** and * indicate significance at the 1%, 5% and 10% level Heteroskedasticity robust standard errors in parenthesis. Exchange rate series are expressed as destination market currency per source country currency and normalised to 1 in 1994:1. Wholesale price are used to adjust exchange rates.
Table 2. (Continued) Estimation of price discrimination across export markets
Foreign price adjusted nominal exchange rate
Nominal exchange rate β k , the regression with nominal exchange rates indicates that 9 export markets for Italy and 10 export markets for Spain violate the invariance of export prices to exchange rates implied by the constant-elasticity model (at 10 % significance level). The regression with adjusted exchange rates increases the number of export markets to 11 for Italy and 11 for Spain for the same significance level. There is evidence of imperfect competition with constant elasticity of demand (θ k ≠ 0 and β k = 0) for most non-European markets (see USA, Hong Kong, Singapore, Australia) in one or another source-country. In most European destinations, tile exporters perceive demand schedules to be more concave than a constant elasticity of demand (θ k ≠ 0 and β k < 0) revealing that exporters are able to price discriminate by offsetting the relative price changes in the local currency price induced by exchange rate fluctuations. A plausible explanation is that tile exporters have an incentive for price stabilization in the local currency in the European markets while there is a lack of significant stabilisation across non-European markets. In other words, European destinations are more competitive than non-European ones in the export tile industry. Theories explaining PTM behaviour such as large fixed adjustment cost differences across destinations (Kasa 1992) or concerns for market share varying with the size of the market (Froot and Klemperer 1989 ) seem unlikely to explain this dichotomy in price behaviour. An alternative explanation could be the greater price transparency in the European markets over the period 1988-1998, together with the fact that the number of firms selling in the European markets is larger than in the non-European markets. This interpretation coincides with the predictions of the Cournot oligopoly model (Dornbusch 1987) .
A surprising feature of our results is that destination-specific mark-up adjustment is very similar across source countries for each destination country. In order to examine in more detail the pattern of price discrimination across destinations we re-estimate Equation (2) under the assumption that β k = β across destination markets (Knetter 1993) . The t-statistics of the first row in Table 3 indicate that the PTM coefficients are significantly different from zero for each exporter group. The reported F-statistic reveals that the null hypothesis of identical PTM behaviour across destination markets is rejected at the 5 percent level. The second row in Table 3 offers a test of whether the identical PTM behaviour is supported across only European destinations, leaving the non-European market coefficients unconstrained. The last column of Table 3 offers pooled regression results. In it, the constrained coefficients across destination markets for each source country are additionally constrained to be the same for both source countries. The reported F-statistic reveals that the null hypothesis of identical PTM behaviour across source countries cannot be rejected at the 5 percent level. Therefore export priceadjustment behaviour is different across the range of destination countries for each source country but on aggregate both source countries have similar export price-adjustment behaviour.
The results allow me to conclude that the export price-adjustment in response to exchange rate variations is on average 30 percent, implying that more than half of the exporter's currency appreciation or depreciation are passed through to import prices (after controlling for country-specific effects and time effects). The low sensitivity of domestic currency prices to changes in exchange rates provides 
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indirect evidence of the existence of positive mark-ups in the export markets of tiles. The next questions to be addressed are how much market power each tile producers has. To do that first I need an estimate of the marginal costs of each exporter group.
C. Estimating marginal costs
In this section, I present the estimates of the coefficients on the time dummy variables, λ t , which capture variations in marginal costs of exporters. Figure 1 plots the indexes of the estimated time effects from the regression with price-level adjusted exchange rates for Italy and Spain. 8 The estimated marginal costs of both exporter groups are relatively flat over the sample and exhibit less volatility than producer price indices, used in past studies to control for marginal cost changes.
9 Therefore, if the time effects estimated in the PTM equation are better measures of the true marginal cost changes, using producer price indices as a proxy probably underestimate the role of mark-up adjustments in explaining the response of local currency prices of exports in relation to exchange rates changes (Knetter 1989) .
D. Estimating the residual demand elasticities
Equation (7) is estimated for each of the destinations, k = 1,…16. Each equation is in double log form so that the coefficients are elasticities. The cost shifter J t λ is the estimated time effect of each exporter group J derived from the pricing-tomarket equations in the previous section. The demand shifters Z kt consist of a combination of the construction index, real private consumption, the nominal exchange rate of a third competitor and a time trend.
If the exported quantity J kt X ln and its price are endogenously determined through the residual demand function, then OLS provides biased and inconsistent estimates. Three-stage least squares (3SLS) is employed to estimate separately each of the 16 systems of two equations. The exogeneity assumption of the exported quantity is testable by comparing the 3SLS and seemingly unrelated regression (SUR) estimates using the Hausman-Wu test statistic (Hausman 1978) . The choice 362 of an appropriate instrument in the 3SLS is a crucial step. It is necessary to obtain a set of instrumental variables that are correlated with the exported quantity but not with the error term of the residual demand function in each equation. The ideal candidates are the cost shifters and exchange rate of the source-country, as they have been excluded from each equation as regressors. It is easy to check that the system is identified due to exclusion of the cost shifter and exchange rate of the source-country in its own equation and the possible combination of four exogenous demand shifters in each equation.
Results of my preferred specifications by 3SLS appear in Table 4 . The last column reports the p-value of the Hausman-Wu test for the null hypothesis of exogeneity of log quantity after estimating the model with (3SLS) and without instrumental variables (SUR). The null hypothesis is rejected in about half of the specifications at 10 percent significant level, suggesting that IV techniques are necessary to control for endogeneity in the equation system. The R 2 and DurbinWatson statistics vary substantially across destinations and source countries.
The coefficient on the log quantity directly estimates the residual demand elasticity. If I interpret the J k η parameters as estimates of the exporter's group mark-up of price over marginal cost, Italy and Spain had a significant market power The interpretation of the rest of the coefficients in each equation is unclear since they may reflect both direct effects on demand and indirect effects through the adjustments of a rival exporter's group; therefore I do not report them. Columns 3 and 4 in Table 4 display the estimated coefficients of the rival's adjusted exchange rate and marginal costs. The positive sign of the coefficients reflects the significant role of "outside" competition in constraining the market power of a particular exporter group. In general, the coefficients of the other exporter group's exchange rate and marginal costs are positive (and for some destinations significant), indicating that the market power of one or another exporter group in most destination markets is constrained by the presence of the other exporter group. Table 5 contains the final results of the two-step procedure used to estimate the extent of competition in the destination markets of Italian and Spanish ceramic tile exporters. Destination countries are ranked from the highest to the lowest residual demand elasticities for each source country. If the market demand elasticities are not very different across destinations, the residual demand elasticities measure increased in many equations, suggesting on average greater mark-ups for both Italian and Spanish exporter groups across destination markets than the ones reported in Table 5 .
Residual demand the degree of "outside" competition in each destination. To interpret the elasticities, note that the lower (in absolute value) the elasticity, the stronger the competition that each exporter group faces from the other competitor. In the previous section the PTM analysis showed that demand elasticities were constant for non-European destinations and convex across European destinations. The rank correlations between the market power of one exporter group and the market share of the other exporter group are clearly negative with values of -0.34 for Italy and -0.51 for Spain, suggesting that the presence of competitors reduces the market power of the other export group. A weaker correlation was also found between the market power of one exporter group and the local producers' domestic market share. In my regression analysis, reported in Table 5 (last rows), the coefficient of Italian market share in the Spanish market power regression is negative and significant, while the coefficient of Spanish market share in the Italian market power regression is negative but not significant. The coefficient of domestic market share is negative but not significant in both samples. Hence, Italian exports are strong substitutes of Spanish tiles while the evidence is weaker in the opposite direction. Finally, domestic tiles seem to be poor substitutes for both Italian and Spanish tiles. A plausible explanation behind these findings is the combined technological superiority and design innovation that allow Italian and Spaniard tile makers to differentiate successfully their products in the international markets.
V. Conclusions
Prior to 1987 Italian firms were the absolute world leaders in the production and export of ceramic tiles. After 1988 the international market structure of the export industry changed as some developing countries attained large levels of domestically orientated production, and Spanish producers gradually gained market quota in the international export market.
In order to characterise the market structure and conduct of Spanish and Italian tile makers in each export market, I combine two different techniques borrowed from the New Industrial Organisation (Bresnahan 1989) . First, I measure the sensitivity of local currency prices of exported tiles to different countries with respect to exchange rate changes. The so-called pricing-to-market equation permits me to identify the existence of price discrimination and the similarity in the price behaviour of Italian and Spanish exporter groups across destination markets. Second, I measure the response of one exporter group's price to changes in the quantity supplied, taking into account the supply response of the other rival 367 PRICE DISCRIMINATION AND MARKET POWER IN EXPORT MARKETS exporter group. The so-called residual demand elasticity equation allows me to identify the extent of competition in the international tile market by quantifying the sensitivity of the positive mark-ups of an exporter group across destinations with respect to the market share of its rivals.
Using the pricing-to-market equation I found that the export price-adjustment in response to exchange rate variations was on average about 30%. I also observe that both Spanish and Italian exporters set different prices in domestic currency to different destination markets. The evidence of market segmentation is weaker for European destinations compared to non-European destinations, which could be explained by the greater price transparency associated with economic integration within Europe.
The estimation of the residual demand elasticity for each exporters' group revealed that, across destinations, both Italian and Spanish exporters have enjoyed positive market power during the period examined (1988) (1989) (1990) (1991) (1992) (1993) (1994) (1995) (1996) (1997) (1998) . On average Italian producers obtained mark-ups of 30 percent while Spanish mark-ups were 10 percent. The results also reveal that Italian mark-ups are less sensitive to Spanish competition, while the historical leadership of Italian exporters has a depressive effect on Spanish mark-ups in many destinations.
While the findings of this paper are most relevant to researchers studying ceramic tile industry, the methodology developed contributes more generally to the literature testing market power in export markets. Obtaining information on the determinants of the marginal costs such as input quantities or prices presents a major problem for researchers interested in estimating market power in an industry. I propose a simple solution to this problem by estimating the marginal cost for each exporter group directly from the pricing-to-market equation. I also show that techniques developed in one-source-country/multiple-destination can be implemented to multiple-source-countries/multiple-destinations. My current agenda of research includes explicitly modelling the strategic behaviour between exporter groups for a better understanding of export pricing policies in different periods of time, in a similar way as Kadayali (1997) did for the US photographic film industry or Gross and Schmitt (2000) did for the Swiss automobile market.
